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Home Builders Hear 
The Sound of Music 


It wasn’t the Broadway show of the same 
name, but the influence of built-in stereo 
and TV that caught attention at Chicago’s 
big Builders Show. see page 2 


A Gas Refrigerator 
With Electric Look 


At the Builders Show, Whirlpool finally 
previews its long-promised “new look” in 
gas refrigerators. see page 2 


How to Break Rules 
And Still Sell Goods 


The “experts” will tell you not to jam a 
sales message into a newspaper page, un- 
relieved by slogans or snappy headlines. 
But are they right? see page 3 


Go West, Young Man, 
It’s Market Time 


And optimism is high at San Francisco 
where manufacturers who want to sell the 
West Coast are catching dealers who rarely 
visit Eastern showings. see page 4 


He’s Been Working 
On the Railroad 


Or, to be more specific, this New Orleans 
appliance dealer is working in a cavernous 
railroad terminal . . . and he’s found that 
the waiting rooms, the sidings and the 
baggage room are ideally designed for 
selling appliances. see page 14 
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The Federal Trade Commission has em- 
barked on a campaign to step up its enforce- 
ment of the Robinson-Patman Act, affecting 
most appliance manufacturers and dealers. 


The commission announced creation of a 
special “Robinson-Patman Act Task Force’”’ 
made up of top staffers. Its function: To find 
ways to make the law more effective. 

In speeches throughout the country, par- 
ticularly to wholesalers and retailers, mem- 
bers of the commission are plugging away 
on the law’s anti-price-discrimination theme. 

In addition, various interested trade asso- 
ciation groups—the National Assn. of Whole- 
salers, for example—are asking to discuss 
with the commission various problems under 
the law and ways to help FTC improve its 
enforcement. 


Congress, too, will get into the picture in the 
months ahead. While few observers expect to 
see any new amendments to the act by this 
campaign-minded Congress, there will be 
plenty of talk about such politically hot 
issues as the cost of living, price levels and 
inflation. 

And various bills proposed before will be 
brought up again. Among others, these will 
include a bill to require manufacturers to 
give wholesalers a bigger discount than they 



















Will U.S. Crack Down 
On ‘Unfair’ 


Pricing? 


give to large retail chains and a bill designed 
to protect independent retailers from price 
competition by a manufacturer who also does 
his own retailing. It bars such a manufac- 
turer from selling to his own retail outlets at 
prices lower than he charges independent 
retailers. 


One reason for the campaign is FTC’s be- 
lief that such additional pieces of legislation 
are undesirable. Rather, Commission Chair- 
man Earl Kintner believes that business gen- 
erally should make honest efforts to live up 
to the laws now on the books—under prod- 
ding where necessary by FTC. He is using 
the theme that unless business cooperates 
with FTC’s drive to secure greater compli- 
ance with the Robinson-Patman law it can 
expect tougher—not easier—legislation from 
Congress. 

By and large, the number of cases the com- 
mission can file depends on its budget. Right 
now it is operating with about $7 million and 
a staff of about 739. Although FTC prob- 
ably will get more from Congress, much of 
the increase is to be earmarked for a pro- 
longed crackdown on deceptive radio and 
television advertising. 

Even with more money, the FTC just 
cannot prosecute every violation. So to a 

Continued on page 8 





Here it is—the long-awaited Sony transistor portable television set, shown 
with ordinary telephone. For more on Japanese imports please see Page 2. 
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Gas ‘Box’ Bows 


For Whirlpool 


The long-awaited Whirlpool gas 
refrigerator made its bow last week 
at the Builder’s Show in Chicago. 
Representing a real advance over its 
Servel-born predecessor, Whirlpool 
free-line has been in works since 
January, 1958, when Whirlpool took 
over Servel patents and facilities. 

The improvements, shown in top- 
end model GA-1400, make a long 
list: weight of the absorption system 
has been cut 50%, the number of 
wells in the unit by some 30%. Gas 
consumption is down, and warm air 
is exhausted out the bottom, which 
means no clearance is necessary at 
the sides or back. 


The real step forward is in the insu- 
lation. Whirlpool is using urethane 
foam all through the new box, which 
gives wall thicknesses approaching 
those of 1959 electric refrigerators 
—2% inches, a far cry from the five- 
inch fortress construction of the old 
Servel line. 

First into production and first on 
the market will be the ‘““Mark XIV” 
which has an ice-maker and other 
deluxe Whirlpool features. Next off 
the line will be a step-down, the 
GB-1400, essentially the same unit 
without ice-maker and some jazzy 
trim. Last will be a stripped model, 
GC-1400. 

One of the best features, from the 
dealer point of view, is the appear- 
ance—which is almost identical to 
the electric line. The “blue flame” 
crest will be needed by many to tell 
the difference at first glance. 


Whirlpool has not announced any 
prices. Gas utility men during the 
recent Markets reported that Whirl- 
pool was quoting prices below $600 
for the top end. 

With the Builders Show introduc- 
tion in 1960, Whirlpool beat its own 
development schedule by almost a 
year. Production is scheduled for 
March, and from there on, Whirl- 
pool’s gas refrigerators become just 
another product in the appliance 
line. At least, at the moment, the 
company has announced no hoopla. 





Magnavox Buys Into 
British Electronic Firm 


Magnavox has just completed 


negotiations for taking control of . 


Collaro, Ltd., one of Great Britain’s 
largest electronic equipment makers. 

The deal gives Magnavox a shot 
at the British and European high- 
fidelity packaged goods market. A 
coals-to-Newcastle situation is set 
up as a U.S. maker invades the very 
markets which have been moving 
packaged and component goods here 
in steady quantity for almost a dec- 
ade now. 


The coin has a second side. With 
Collaro facilities, Magnavox devel- 
ops new sources for hi-fi compo- 
nents. 

These components could show 
more extensively in Magnavox 
phonos here; could create a line of 
European styled hi-fi pa¢kages for 
Magnavox; could mean more exten- 
sive marketing of hi-fi components 
for selling here under the Magna- 
vox or Collaro brands—furthering 
a trend already begun by marriage 
of Symphonic and British EMI. 





Builders Show Buzzed 
With Latest Built-in 


It was music to the crowd of 
30,000 attending the NAHB 


convention in Chicago last week 


They found things about as usual. 
That is, there were still three jam- 
crammed exhibit halls, the gorgeous 
gals were on hand in force, the 
kitchens designed by consumer mag- 
azines were still beautiful, the con- 
vention program still had a heavy 
hard-shell business approach. Chi- 
cago had a real winter going. 


There was one difference: The sound 
of music, all over. There were nine 
companies showing built-in home 
entertainment of one kind and 
another, drawn up mostly in two 
camps: Those which tied into inter- 
com systems and those which had 
separate units designed to take the 
place of standard package units. 
Newest manufacturer into the 
lists on the intercom side was Nu- 
Tone, showing a complete, integrat- 
ed system which could include AM- 
FM radio, stereo phono and car- 


tridge tape deck at. the buyer’s op- 
tion, without sacrificing any of the 
features of last year’s Nu-Tone in- 
tercom. 

The new line, which signals Nu- 
Tone’s success in the intercom mar- 
ket place, is designed to build on 
last year’s $4 million in sales, ac- 
cording to Dick Dickinson, product 
manager of Nu-Tone’s electronic 
division. Nu-Tone has tested in 
about 19 markets, and is satisfied it’s 
off and running. 


Big target is the builder, as with 
most of the Nu-Tone programs dur- 
ing the beginning stages. The sys- 
tem is built by Bell to Nu-Tone’s 
specs and Nu-Tone’s engineering. 
The sample system demonstrated to 
sit-down audiences in a hotel suite 
included a front-door speaker, a 
stereo system for one room, AM- 
FM radio, phono and cartridge tape 
deck, plus an outside “patio” in- 
stallation. As demonstrated, it was 
a pretty complete entertainment 
center and would go into a custom- 
er’s house for “under $1,000.” 
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RCA VICTOR TV-STEREO unit was unveiled at the Builders Show last week. 


George O’Brien shows off the “trial balloon,” which might retail at $795. 


RCA Feels Its Built-in Stereo, TV 
Is Selling Well to Home Builders 


With 60 days of shipment under 
their belts, RCA Victor’s builder 
division says, “We’re hitting our 
bogeys, and in fact, doing better 
than expected.” 

Interviewed at the Home Build- 
er’s Show in Chicago last week, of- 
ficials of the builder division were 
doing their serious selling of built- 
in stereo and TV in a private suite. 
Out at the Coliseum, however, a big 
display was making its impression, 
too. 

“For now, we’re selling the build- 
ers,” pointed out George O’Brien, 
builder division manager, “though 


we expect our custom dealers to get 
in pretty fast. It takes a while to 
get a dealer organization going.” 


Built-in business for RCA is already 
at such a good pace that the builder 
division is sending up trial balloons 
on future products. One such, a most 
handsome room divider, was pre- 
viewed in Chicago. Including a 
swivel TV and stereo phono, the 
unit has two sound systems to play 
in either direction. O’Brien said the 
divider unit got big interest at a 
recent mobile homes show. Its 5%- 
ft. size makes it ideal for trailers. 
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On the Way— 
Japanese TV 


Eight-inch transistorized set by 
Sony Corp. will be ready for 
U.S. in early April 


In late 1957 the U. S. market for 
Japanese tranistor radios suddenly 
blossomed and it has been blooming 
ever since. Last year Japan took 
43% of the combined domestic-im- 
port transistor portable business 
and 25% of the combined home 
radio total. 

And now the Japanese are about 
to enter two new areas: Portable TV 
sets and personal tape recorders. 

Webcor is currently dickering 
with several Japanese companies 
for a tape recorder which would be 
made in Japan and marketed in the 
U. S. under the Webcor name. Price 
range: $100 to $150 tops with hopes 
of first delivery here by fall. 

In early April, Delmonico Inter- 
national expects to start distribut- 
ing Sony’s portable TV set, which 
weighs about 13 pounds complete 
with battery, 23 transistors and 14 
diodes. 


The set will be field tested by Sony 
in Japan during March, before Del- 
monico begins distributing. Initial 
production will be about 1,000 units 
a month with Delmonico getting 
half. By the end of 1960, output 
should reach 10,000 units monthly 
and the expected price should drop 
from a start of $225 to $250 to 
about $150. 

Taking advantage of the booming 
transistor radio market, Sony also 
is boosting its imports in two-band 
FM transistor radios from 3,000 to 
10,000 starting in March. 





THIS WEEK’S 
COLOR TV 


MONDAY (All Times E.S.T.) 

6:30 A.M. (NBC) Continental 
Classroom (Monday-Friday) 

11 A.M. (NBC) The Price Is 
Right (Monday-Friday) 

12:30 P.M. (NBC) It Could Be 
You (Monday-Friday) 

10 P.M. (NBC) Steve Allen 


TUESDAY 
9 P.M. (NBC) Arthur Murray 
9:30 P.M. (NBC) Ford Startime 


WEDNESDAY 
8:30 P.M. (NBC) The Price Is 
Right 
9 P.M. (NBC) Perry Como 
THURSDAY 
9:30 P.M. (NBC) Tennessee 


Ernie Ford Show 


FRIDAY 
8:30 P.M. (NBC) The Bell Tele- 
phone hour 


SATURDAY 

10 A.M. (NBC) Howdy Doody 

10:30 A.M. (NBC) Ruff & 
Reddy 

4:30 P.M. (NBC) Racing from 
Hialeah (Bougainvillea Han- 
dicap) 

7:30 P.M. (NBC) Bonanza 

9:30 P.M. (NBC) Wide World 
60 (Assault on Antarctica) 


SUNDAY 
3:15 P.M. (NBC) Cavalleria 
Rusticana (NBC Opera Co.) 
9 P.M. (NBC) Dinah Shore 
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Thursday begins the LAST 3 BIG SAVINGS DAYS of our “Month-End” Glearance Sale!- The biggest 3 sale days of the month— 
Thursday, Friday and Saturday. Get here early tomorrow (10 A.M.) and cash in on Savings of 20c~30c—40c-50c ON THE DOLLAR. 


Over.a-MILLION DOLLARS worth of Clearance Sale Merchandise with EXTRA MARKDOWNS for the LAST 3 DAYS. There’s 
plenty for everyone. If you need a chair or a lamp or even a whole houseful of furnishings, you'll find it at WATKINS now 
and at savings you can’t afford to miss! There’s living room furniture of all kinds, bedroom and dining room furniture, dinettes, 
tables, lamps, chairs, carpeting and carpet remnants, mattresses, box springs, sofa beds, sleep lounges, and a large quantity of 
name brand appliances, television, stereo and hi-fi. Every style is available—Danish, Contemporary, Traditional and Moderns. 
Every brand name is represented—Howard Parlor, Kroehler, Sealy, White Dove, Bassett. Thomasville, Krolan, Lane, Hotpoint, 
Admiral, Hoover, Maytag, just to name a few. 


There’s only room on this page to mention a handful of these spectacular Clearance Buys, but you'll find hundreds more at all 
WATKINS 7 NEIGHBORHOOD STORES. Included are Floor Samples, discontinued styles and patterns, one-of-a-kind, broken lots, 
and current new merchandise. Some of the savings you'll find hard to believe, but they are all truthful savings—The advertising 
department checked every one! | 


HERE ARE A FEW TYPICAL EXAMPLE SAVINGS ...if you don’t find what you want here, you're sure to find it at one of 
WATKINS 7 STORES! Regular $229.95 Living Room Suites-2 pieces-Sofa and Chair with Foam Rubber Cushions, upholstered in 
heavy frieze-just 148.67 (18 to sell) ... Regular $439.95 Howard Parlor 3-piece Sectionals with Foam Rubber Cushions—now 
$294.71 (just 12 of these to sell)...we have 32 Danish Modern Chairs with walnut frames, choice of sage or tangerine-Regularly 
$39.95-now only $24.62 ... How about a large “‘man-sized” Lounge Chair and Ottoman upholstered in leather-like plyhyde?- 
now $77.53-Regularly $119.95 (just 27 left)... Genuine White Dove Tuck-a-Way Sofas that convert to a full-size bed—Regularly 
sell for $249.95 (just 11 to sell at $168.43) ...Here’s a real bargain (but only 44 sets for 44 lucky people) first quality White 
Dove “Body Comfort” Innerspring Mattress and Box Spring sets—Regularly sell for $99-now both units for °68.47 ...We have 
just 1800 square yards of Mohawk 12-ft. Broadloom Carpeting that regularly sells for $5.95 square yard-now °3.96 square yard 
—beautiful tweed tones to choose from... Large 9-piece Dinette Sets with 36’x72" Table and 8 matching chairs (just 25 to sell) 
—Regularly $149.95-now just $99.66 ..we have just 18 Round Table Dinette Sets to sell—includes extension table and 4 matching 
chairs—(sell regularly for $99.95) 18 to go at just $69.17 ...We have 28 Modern Limed Oak 6-piece Dining Room Suites to sell 
—includes Buffet, Pedestal Table and 4 Chairs~Regularly *279.95-now only 217.49 ... There’s just 12 of these nationally 
advertised Broyhill 4-piece Bedroom Suites to sell—this is the famous “Forward Group” in hand-rubbed Danish walnut — includes 
Double Dresser, Mirror, Chest and Panel Bed—Regularly $279.15-now only *198.62 ... Regular $179.95 Modern Grey Mahogany 
4-piece Bedroom Suite—includes Double Dresser, Mirror, Chest and full or twin-size Panel Bed (just 12 to sell)-only 125... 
8-piece Maple Bunk Bed Outfit, includes 2 innerspring mattresses, 2 springs, 2 beds, guard rail and ladder—Regularly $139.95 
—now only 99 (just 20 to sell)... Here’s a terrific bargain—Regular °26.95 Student Desk and matching Chair, Limed Oak with 
bronzetone legs—both pieces for *19:99 (32 to sell) ... Regular $27.95 Formica Top Tables in limed oak or walnut-your choice 
of Step, End, Rectangular or Round Cocktail Tables-your choice *19.88 (just 28 to sell) ...3-piece Lamp Sets include 2 Table 
Lamps aad Floor Lamp-walnut and brass with polyplastic shades—Regularly *39.95-all 3 lamps for °29.71 (80 sets to sell)... 
If you need a new TV set, here’s a real bargain—Admiral 21” Consolette with wireless remote control, mahogany or limed oak 
cabinet—Regularly sells for $329.95-You pay only °248 (just 2 in each store) ...Philco 21° Lowboy television in beautiful 
wainut cabinet~very special-*248) ... Regular $279.95 Admiral Stereo Phonograph with 6 speakers, sierra walnut lowboy 
cabinet (just a few to sell for $198) ... We have 26 Philco 2-door Automatic Refrigerators that we'll sell for °298 each -big 
separate freezer, butter and cheese keepers, shelves in the door (Regularly $379.95)... Choose Hotpoint or Norge fully Automatic 
Washers—Regularly $279.95-only 198 (just 13 of each to sell) ... New 1960 model Norge Gas Dryer with temperature selection 
control and rustproof drum—Regularly sell for $259.95-now only 5178 (30 to sell)... Regular $209.95 famous Grand 30° Gas 
Range with oven window, clock and timer>158 (Hurry, only 19 to sell) ... Hundreds of other bargains too numerous to mention 
here. ,..stop-shop-save at one of the 7 WATKINS NEIGHBORHOOD STORES ...be here early tomorrow-10 A. M. 


CONVENIENT BUDGET TERMS, of course! You can add to your present account or open a new account in minutes, We'll give you 
up to 100 WEEKS TO PAY! If the STEEL STRIKE has affected you, your payments can be deferred until you're back to work 
..«you get WATKINS EXCLUSIVE FREE BOND OF PROTECTION WITH EVERY PURCHASE ... insures your account, defers 
your payments if you're temporarily out of work due to strikes, pays your account in full in case of accidental death. 


All merchandise is sold for immediate delivery, no mail or phone orders please! Be here bright and early tomorrow, Thursday, 
doors open at 10 A.M. (Shop until 9 P.M.). Shop Friday 10 A.M. to 9 P.M.—Saturday 10 A.M. to 5:30 P.M. 


WATKINS 7 CONVENIENT NEIGHBORHOOD STORES 


e W. 88th to W. 90th on Lorain ¢ E. 220th on Lake Shore Bivd. ¢ Broadway at E. 55th Street 
e Southland Shopping Center ¢ Southgate Shopping Center ¢ Brookpark Road at Lorain Rd. 


This Ad Broke All the Rules... 


. of good advertising. But it also 
proved it pays to break rules—if 
you don’t do it too often. 

Watkins Furniture Co., Cleve- 
land, ran the newspaper ad three 
times this winter, changing the sub- 
ject matter only slightly each time. 


would throw up their splotches of 
red type (see illustration). It’s hard 
to read, you keep losing your place. 
It doesn’t stick to one subject, ram- 
bles all over the store. 

But it worked. 

The ad was prepared by Bruce, 


still draws.” 


own advertising now, is “100% 


satisfied”’ 


Result: Each run pulled in four Sylvester and Walsh, Watkins’ it will try it again. “Not right away, 
times the normal store volume. agency at the time. The account but sometime this year,” says the 
Impressive? Sure. But ad experts executive there commented “It company’s Hal Geiger. 





doesn’t make much difference what 
merchandise you put in the ad. It 


Watkins, which is preparing its 


with the results of the 
weird ad. So much so, in fact, that 





| 
| 


| 
} 
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Dominion Gives 


A Pithy Pledge 


In only 87 words, Dominion Elec- 
tric Corp. makes its “replacement 
guaranteed” warranty, announced 
at the NHMA show in Chicago, 
perfectly plain. Briefly: no gim- 
micks, no angle. 

Those succinct 87 words are Do- 
minion’s warranty in its entirety. 
They state that the product will be 
replaced if found defective within 
one year and that the warranty does 
not include removable cords, and 
they give the firm’s address for use 
of those who can no longer reach 
their dealer. 

“We almost went on detachable 
cords, too,’ says Dominion’s execu- 
tive vice-president, Sheldon Shaf- 
fer, “but there were too many prob- 
lems there.” 

According to Shaffer, Dominion’s 
program is designed to accomplish 
several marketing functions: 


Underscore Dominion quality by 
leaning on‘ a good service record, 
traceable at the factory in “phe- 
nomenally” low returns. Shaffer 
cheerfully admits that the simplicity 
of Daminion products helps. 


Eliminate all point-of-sale doubts 
about reliability. “Going against the 
big brands, we’ve got a problem, 
naturally,” notes Shaffer. “With this 
program, we enable the dealer, at 
no cost to him, to say ‘Lady, if any- 
thing happens, bring it back and 
get a new one.’ ” 

Dominion thinks that the straight 
replacement idea has advantages 
over the standard industry war- 
ranty for repair. ““At a conservative 
guess, I’d say the average repair 
time is about 10 days,” Shaffer 
points out. “By this replacement 
guarantee, we avoid this.” In addi- 
tion, Shaffer thinks dealers will like 
the no-fuss, no-cost aspect. 


Why this program this year? Shaf- 
fer is frank to admit that as prices 
come down, and more remotely, as 
import competition grows, Dominion 
feels the squeeze. This move, con- 
sidered for over five years, will 
help secure a better niche in the 
market, a better hold on dealers. 


Go Down to the Sea 





_ Electronicallyin 1960 





That’s what the modern mariner, 
caught up in the fantastic growth of 
boating, will be doing. Electronic 
devices for navigation, fish-finding 
and just plain entertainment weré 
major features last week of the Na- 
tional Motor Boat Show which 
jammed the New York Coliseum. 

For appliance-TV dealers who 
have already dipped their toes in 
the sales possibilities of the boating 
boom, the mobs of customers and 
boating enthusiasts spelled big busi- 
ness. Although luxurious cruisers 
got the oh’s and ah’s, the emphasis 
was on small boats, mostly. out- 
board powered. Outboards have be- 
come profitable sidelines for some 
coastal and lakeside appliance-TV 
dealers. 

Heavy emphasis was given to 
electronic safety devices, from pint- 
size radar sets and depth indicators 
to music-afloat machines like RCA 


Victor’s sea-going adaptation of the 
| g 


automobile 45 rpm phonograph 
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IN THE NEWS 


20,000 Westerners Show 


Optimism at the Markets - 


Buyers from the Western 
states jam San Francisco for 
Winter Markets and records 


probably will fall 


Order-happy buyers from Mon- 
tana to Manila and from Phoenix 
to Fairbanks began arriving over 
the weekend in the city by the 
Golden Gate. Beginning yesterday 
these buyers of appliances, home 
furnishings, toys and gifts began 
their trek along the 3% miles of 
corridors in the Western Merchan- 
dise Mart to consider their pur- 
chases from the selection of over 
3,000 lines offered in the second 
largest Market in the world. To- 
day, with one of the four industry 
events scheduled, crowds will 
reach a peak that will hold through 
Wednesday. 


Optimism is rampant here. Since 
EM Week’s survey of Far West ap- 
pliance-furniture dealers showed 
plans for both increased inventory 
and upgrading of lines, three new 
factors indicate even yreater will- 
ingness of Far West and Pacific, 
Basin dealers to buy more stock 
than ever before: 


Reports from Chicago that Eastern, 
Southern and Midwestern buyers 
broke records with their order 
books have stimulated dealers here. 
They believe that recessions breed 
east of the Rockies and eventually 
filter across to injure an otherwise 
healthy Far Western economy. 


Good news from Los Angeles last 
week, indicating that the home fur- 
nishings show saw a real buying 
wave, was being brought to San 
Francisco both by the press and by 
buyers who attend both of these 
regional markets. 


Steel strike aftermath in the Far 
West has been renewed confidence 
in all the other factors that point 
to 1960 as a record breaking year 
for sales of durable goods. 


PERMANENT BUYERS’ PASSES 
were issued for San Francisco Show 
to guarantee “closed” policy. 


Increased attention to the Western 
Winter Markets and the just-fin- 
ished Los Angeles Show has been 
coming from Eastern, Southern and 
Midwestern manufacturers because 
of manufacturer’s survey showing 
that only 5% of Far West appli- 
ance - furniture - housewares - toys - 
giftwares dealers visit any of the 
Eastern markets. The rest look ‘to 
the regional markets or to salesmen 
based in the Far West for their 
needs. 


New feature of the 1960 Winter 
Markets is a “photo pass system,” 
designed, says Western Merchan- 
dise Mart manager Henry Adams, 
“to virtually eliminate abuses of 
the closed-showroom policy.” Any- 
one qualified to enter the Mart 
regularly is photographed on a per- 
manent pass. To promote the sys- 
tem, Mart officials made an 800- 
mile tour of Northern California, 
holding meetings telling how the 
passes will protect the legitimate 
retailers’ business. 


Appliance distributor “open hous- 
es” have been traditional during 
Summer and Winter Markets in 
San Francisco since most of the 
distributors moved their show- 
rooms to their new office-warehouse 
buildings. The Northern California 
office of Admiral Distributing Corp. 
is holding open house to promote its 
new “avalanche” program. 





Less Government Interference 


Demanded in NRMA Resolutions 


Program underlines increasing 
worry over tendency towards 
regulation by Congress 


With key elections in the offing, 
NRMA passed 14 resolutions which 
show politicians where the retail- 
ers stand. The over-riding concern: 
increasingly rigorous regulations. 

Solidly against passage of a fed- 
eral sales tax, the 5,000 retailers 
attending the New York convention 
also opposed controls over prices, 
inventories, consumer credit and 
the $1.25 minimum wage. Other 
resolutions called for: 

An end to the sale of electrical 
appliances offered by rural electric 
cooperatives. 

Removal of all excise taxes im- 
posed as a wartime emergency. 

End of direct or indirect govern- 
ment competition, from military 
stores, for example. 

Opposition to the application of 


federal rules for state unemploy- 
ment compensation. 

But some observers wondered if 
the retailers weren’t battling phan- 
tom fears and straw men. 

Chances were slim that congress 
would pass legislation compelling 
manufacturers to seek federal ap- 
proval for price increases or inter- 
fere with installment credit. 

Possibly, the retailers may have 
opened the doors for consumer 
antagonism by criticizing the mini- 
mum wage. Not only might consum- 
ers start wondering what clerks 
were being paid, wrote Herbert 
Koshetz, “New York Times’ col- 
umnist, but efforts to recruit young 
people for careers in retailing might 
be hampered. 

NRMA wanted help, too. 

Believing that a healthy down- 
town area is vital to the future of 
any community, the retailers urged 
government authorities to support 
programs revitalizing downtown. 





ELECTRICAL MERCHANDISING WEEK 


PEOPLE in the NEWS 


J. D. McLean 
of Stromberg 


A. R. Shilts 
of Stromberg 


Stromberg-Carlson—James D. Mc- 
Lean will join the division of Gen- 
eral Dynamics Corp. as president. 
He will also become a senior vice 
president of General Dynamics and 
a member of the corporation’s board 
of management. McLean, formerly 
president of the Hoffman Labora- 
tories Division of Hoffman Elec- 
tronics Corp., will succeed Robert 
C. Tait, president of the division 
since 1949. Tait, a senior vice presi- 
dent of General Dynamics, will as- 
sume new corporate duties. 

Allan R. Shilts, controller of the 
division, has been named to the 
newly created post of vice presi- 
dent and general manager. 

J. Bruce MacKinnon has been 
named purchasing agent for the 
special products division. He has 
been with the company since Sep- 
tember, 1959. 


M. M. Hedges Manufacturing Co., 
Inc.—Clyde W. Jernigan has joined 
the water heater manufacturer as 
coordinator of its current major 
expansion program. He has served 
Hedges for many years as an in- 
dependent consultant. 


Admiral Corp.—Norman E. John- 
son has been promoted from vice 
president to president of Admiral 
International Corp. and Admiral 
Corp. Interamericana. The two 
foreign companies handle Admiral 
sales in 106 different countries. 


Shetland Co., Inc.—Three district 
managers have been appointed for 
the manufacturer of electric floor 
polishers and other related prod- 
ucts. They are: Jerry Doyle, Cen- 
tral and Northern New England; 
David Axler, New York State, ex- 
cept metropolitan New York City; 
and William Kelly, Southern New 
England. 


Westinghouse—Engineering and 
marketing managers have been ap- 
pointed for the company’s new 
portable appliance division. Owen 
L. Taylor will head engineering. 
And C. W. Paulson will take charge 
of marketing. Both men will be sta- 
tioned at the company’s Mansfield, 
Ohio, plant. Also at Mansfield, Alice 
M. Watters has been named to the 
staff of the company’s Home Eco- 
nomics Institute. She will work on 
product design and development. 


General Electric Co.—In the com- 
pany’s large lamp department, 
Henry J. Chanon has been appointed 
manager of the Carolina’s sales dis- 
trict. He succeeds Glenn E. Park, 
who will serve in a consulting ca- 
pacity until his retirement Aug. 1. 


Quicfrez, Inc.—Ralph Hammack 
has been appointed regional sales 
manager for the refrigerator and 
freezer manufacturer. He will help 


C. W. Paulson 
of Westinghouse 


N. E. Johnson 
of Admiral 


distributors with their area sales 
development programs. 


NuTone, Inc.—Harry Floyd, south- 
western division sales manager, has 
been appointed to a vice presidency. 
He has been with the electrical 
products manufacturer since 1953. 


‘Radio Corp. of America—Lewis L. 


Strauss, former chairman of the 
Atomic Energy Commission, has 
been elected to the boards of di- 
rectors of the Radio Corp. of Ameri- 
ca and the National Broadcasting 
Co. He served on the two boards 
from January to July, 1953, leav- 
ing to become AEC chairman. 


Philco Corp.—Charles Krauss has 
been appointed to the company’s 
public relations department staff as 
representative for New York City. 


Waste King Corp.—A. L. Haggard, 
vice president-marketing, will head 
the marketing program of the new- 
ly integrated Waste King, Cribben 
and Sexton appliance lines and 
marketing setups. Assisting him 
will be two newly appointed vice 
presidents: Elm Weingarden, pre- 
viously Waste King’s general sales 
manager, and Ronald Shepherd, 
formerly vice president-sales, Crib- 
ben and Sexton. 

Also named were eight general 
managers in charge of marketing 
areas. They are Jack Plano, East- 
ern; Fred De Rango, Central; Jack 
Shellenberg, Chicago; Joe Lucas, 
Midwestern; Joe Vale, Southeast- 
ern; Stanley Rudnick, Southwest- 
ern; Milt Shaw, Pacific; and Ed 
Craven, Western. 


Chrysler Airtemp—Thomas E. Ryan 
has been appointed press relations 
coordinator for the division. In the 
newly created position he will han- 
dle press releases and edit the di- 
vision’s dealer magazine. 


Cutler-Hammer Inc.—Three of the 
electrical manufacturer’s engineer- 
ing executives have announced their 
retirements. They are P. B. Har- 
wood, a senior vice president; J. L. 
Defandorf, general supervisor of 
engineering; and C. T. Evans, con- 
sulting engineer. 


The Maytag Co.—Two new direc- 
tors were named, as the company 
enlarged its board from seven to 
nine members. They are E. G. Hig- 
don, company ‘vice president and 
comptroller, and H. F. O’Brien, 
president of the A. P. Smith Manu- 
facturing Co., East Orange, N. J. 

In the company’s advertising de- 
partment, Fred Lureman has been 
appointed head of dealer advertis- 
ing. And in sales, George L. Sund- 
berg has been named regional man- 
ager in a 28-county area of North 
Carolina. 
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Its rolling now! 


ADMIRAL 


AVALANCHE 


= | 


ZES 


...the most exciting TV sales news in years! 
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Avalanche of Advertising 


Never before such a concentrated force of sales mes- Biggest, most intensive campaign in TV history. It’s 
sages in print! Never before such a tremendous story not spread out over 5 to 6 months—Admiral pours all 
to tell—now 23” T'V at $199.95! Only Admiral can give this dynamic sales power into just 9 weeks! Timed to 
this sensational news. And Admiral really does it! hit in the big first-quarter selling season! 


CONCENTRATED EVERY-WEEK COVERAGE!—THROUGH MARCH! 
A Powerhouse National Newspaper 
Campaign in YOUR Local Market! 


Big 1610-line ads! 81 large-circulation newspapers! 
Every dealer will feel the impact of this “saturation” coverage. 


America’s Most-Powerful Magazines! 





Big space! All ads will be spreads or full pages. 
56,500,000 selling messages, 245,000,000 total exposures in magazines alone! 








The Biggest, Most Concentrated 








Ad Campaign in TV History! 





Avalanche of Profits 


ONLY ADMIRAL, FIRST WITH THE 23’S, COULD DO IT! Now further record-shattering highs! Sales are easier, faster. 
big, beautiful wide-angle 23” TV at the price of ordinary Customers immediately see the ‘‘plus’’ features offered 
21’s—$199.95. Already outselling 21’s coast to coast, by Admiral 23’s. No ‘‘walkaways’’, because this quality 
the complete high-style Admiral 23” line will soar to Admiral T'V is in a class completely by itself. 


199” 


This astounding low price—to be 
featured in all Admiral ‘‘23’’ 
Avalanche ads—will triple your 
traffic, skyrocket sales and profits. 
Get ready to cash in! Call your 
Admiral distributor today! 











NEW WIDE-ANGLE 23” TV—The 
Copeland, Model T24K110. Deluxe table 
model in charcoal, mahogany, blonde 
oak finishes. Available with matching 
swivel base, optional extra. 
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Avalanche of Sales Features 


New Picture Size! 







NO Ces New Picture Shape! 


282 square inches 


New Picture Realness! 


Plus Admiral’s Lifetime-Sealed Optic Filter 






























Here’s the square-cornered, wide-angle 23” tube from Admiral 
that.is leading dealers everywhere to new profit records. 






21" overall diagonal 
262 square inches 


Admiral’s new tube receives all the picture the station sends 
out. Better viewing, too, because the new tube is 8% brighter, 
with flatter surface that reduces distortion. And unlike 
ordinary tubes, it is not recessed back in the cabinet. It’s 
right out front. You see the entire picture from any- 
where in the room. Admiral’s Lifetime-Sealed Optic Filter — 
a laminated safety glass faceplate—is permanently sealed to 
NEW! Reduced curvature of tube. Dust cannot gather behind it. No glare, no reflections. 


tube surface ends distortion, 
gives wider viewing angle. . “ P ane 
SEP Ne tare! plciure te Admiral’s big headstart in 23” TV—zmillions of hours of trouble-free 
from dust. Safety glass is life- 
time-sealed to face of tube. 








operation— gives you the only 23” line with proved dependability 
and the best-selling design in the industry! 


AL 23 


be 


a —s 
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= Avalanche of Styles 


5 New Models to Complete the High-Style Line! Easiest Step-Up Features in the Industry! 


NEW WIDE-ANGLE 23” TV —The 
Sheffield, Model C24K111. Rich contern- 
porary console in beautiful walnut, ma- 
hogany and blonde oak finishes. 


NEW WIDE-ANGLE 23” TV —The 
Cambridge, Model L24K133. Luxurious 
contemporary lowboy in walnut, mahog- 
any, blonde oak finishes. 





NEW WIDE-ANGLE 23” TV —The 
Cheltenham, Model C24K142. Smart pro- 
=e vincial console available in rich mahogany 
and maple veneers. 


NEW WIDE-ANGLE 23” TV —The 
Buckingham, Model L24K152. Classic 
Queen Ann lowboy in beautiful mahog- 
any and maple veneers. 
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large extent much of the present 
threat to step up enforcement is 
just that: a threat. It remains to 
be seen just how much more vigor- 
ous the commission can be in the 
filing of cases. This does not mean 
the FTC is not sincere in warning 
it will bring all the formal cases it 
can. It does mean that the com- 
mission has to count on a great deal 
of industry cooperation if it is to 
succeed. 


What’s the law about? The ideas 
behind it were fairly simple. For 
one thing, the authors—most prom- 
inently Rep. Wright Patman, 
(D-Tex.), who is still in Congress 


WILL U.S. CRACK DOWN ON ‘UNFAIR’ PRICING? 


CONTINUED FROM PAGE | 


—wanted to do what they could to 
see that the corner grocer, or any 
other small businessman, could get 
the same price from his suppliers 
so that he could compete with 
A & P and the other food chains. 
During the depression the food 
chains were giving the independent 
merchant a rough time. Then, more 
than now, the housewife would 
switch stores if she thought she 
could save a few cents on her shop- 
ping bill. 

The congressmen felt the big 
suppliers were giving A & P and 
other chains lower prices in order 
to get A & P’s business—thus put- 
ting the small merchant into a real 


. Similarly, congressmen wanted to 
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But putting these ideas into legal 
phraseology has been difficult. 


competitive bind. If the chains could 
buy branded merchandise at lower 
unit cost, then obviously they could 
sell at lower unit costs, driving their The way the legal language came 
independent competitors out of out, the general purpose of the 
business. R.-P. Act is to forbid a seller or 

This was the kind of reasoning supplier “to discriminate in price” 
behind the writing of the laws to whenever the effect of such dis- 
prevent squeezing the small man. crimination may be to eliminate 
competition by other sellers or to 
injure or prevent competition by 
other sellers or to injure or prevent 
competition with the favored buyer 
who receives the discrimination. 

The law has been used against 
alleged discriminations on a broad 
range of products, from steel, shoes 
and carpets, to candy, canned foods 
and juices, bread, beer, auto parts 
and gasoline. 

The truth is that countless court 
and FTC decisions since the act was 
adopted in 1936 have not succeeded 


protect—if they could—small sup- 
pliers who find themselves being 
driven out of business by. price 
competition from the big national 
manufacturer. They wanted to pre- 
vent the big manufacturer from using 
his economic strength to cut prices 
in a given market in order to run 
a smaller, local competitor out of 
business—after which, the big com- 
pany could then raise prices. 
















































It’s the smash-hit sales maker in the new Wright line of portable evaporative 
coolers. The Activated Charcoal Air Purifier removes odors, smog, pollen and 
other disagreeable irritants from the air as it cools or ventilates. And only 
Wright has it! 

Imaginative, sales-minded engineering, sound manufacturing and economical 
operation make Wright the outstanding portable cooler line again in 1960. 


Write today for 
full information 


REPRESENTATIVES: ATLANTA, Guy T. Gunter, Jr. e CHARLOTTE, Jim Turner @ CHICAGO, Tilkin-Cagen @ CINCINNATI, Fred Eden e CLEVELAND, 
Jack Naumann e DALLAS, Roger Ringley e DECATUR, GA., Garth Stine @ DETROIT, Ed East e FRESNO, Jim Allan @ INDIANAPOLIS, Jack Heiken 
@ LANSING, MICH., Vern Chumbley e LOS ANGELES, Tom Prenovost e MINNEAPOLIS, Seymour Robinson e NEW YORK CITY, Bernie Leinoff @ PHIL- 
ADELPHIA, Maguire-Flynn @ PITTSBURGH, Dave Levy @ PITTSFORD, N.Y., Stan Hory e PROVIDENCE, Bill Payton e ROCHESTER, Dick Zeusler @ ST. 
LOUIS, Meyer & Nackman e ST. PETERSBURG, Tom Russell e VARIETY CHAINS, John Morrison Co., New York e WICHITA, Andy Bryant @ WILLIAMS- 


VILLE, N.Y., Tom Hory 


VV RIGGS RAT 3Manufacturing compeny/ 11247, Phoenix, Arizona 


Makers of the world’s finest quality air coolers and refrigerated air conditioning. 


in making the law’s requirements 
crystal clear. At the same time, of 
course, competitive circumstances 
in the distribution of consumer end 
items make for an unending vari- 
ety of problems to which the law 
must be applied. 


FTC’s major hope for broader vol- 
untary compliance by business and 
for faster prosecution of violators 
rests with its special task ferce. 

The task force has not yet pre- 
sented recommendations to the 
commission for obtaining better 
compliance. But the expectation is 
that a principal technique it will 
suggest is the use of special “guide 
books,” similar to those already 
issued by FTC on such deceptive 
practices as fictitious pricing and 
bait advertising. 

The Robinson-Patman Act guide 
books would attempt to lay out— 
in non-technical language—just 
what is legal and what is illegal 
under the law’s complicated pro- 
vision. It’s expected the task force 
will first recommend guides on sec- 
tions 2 (d) and 2 (e)—those dealing 
with payment of advertising allow- 
ances and the furnishing of services. 





A significant switch in handling 
R.-P. Act cases could result from 
such guides. Although no decision 
has been reached, use of such guides 
might lead to informal settlement of 
R.-P. Act charges—before a formal 
FTC case is filed. 

Some observers believe this pro- 
cedure would greatly increase the 
number of complaints FTC could 
handle and, at the same time, cut 
down on a backlog of cases. 

Why? Because under present 
policy, the FTC will not consider 
settlement of a case until after it 
has completed a full investigation 
and filed a formal complaint. 


Whatever the FTC accomplishes in 
its new efforts to get better com- 
pliance with the law through its 
and publicity efforts, 
it now has a better chance than 
ever to make a final ruling against 
a violator really sting. 

Under a new law, FTC orders 
now become final within 60 days 
unless appealed to the federal 
courts. Before, such orders did not 
become enforceable by fines until 
2902 West Thomas Road, at least two additional violations 
had been proved by the commission. 
Now, if a company violates a final 
FTC order, the commission goes to 
court right away to seek the $5,000 
penalty for each day of violation 
which the law imposes. 


The line includes educational 


five models. 







Retail prices start 


at $34.95 












Next week: What about promotional 
advertising allowances? 
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COMING YOUR WAY SOON! 


HOTPOINT 95: 
ANNIVERSARY PROMOTION! 


Powered by this colorful Sunday 
= Supplement ad LISTING YOUR NAME! 
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THERE’S EVEN A RED HOT 
PLUS POWERFUL AND A COMPLETE TRAFFIC-BUILDER— 
TIE-IN NEWSPAPER ADS! 17-PIECE DISPLAY KIT! THE AMAZING NEW 
NORTHRUP KING 
MARIGOLD PLANT 
STARTER KIT! 








HOTPOINT DEALERS’ PROFIT OPPORTUNITIES ARE GREATER THAN EVER BEFORE 
... IF YOU'RE NOT A HOTPOINT DEALER, YOU SHOULD BE! 


today! 
; you can we 
Pate a Particj- 
in this big Promotion! 
ELECTRIC RANGES - REFRIGERATORS - AUTOMATIC WASHERS - CLOTHES DRYERS - CUSTOMLINE®” - DISHWASHERS 


DISPOSALLS” - WATER HEATERS - FOOD FREEZERS - AIR CONDITIONERS - ELECTRIC BASEBOARD HEATING 
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That’s the plan for the Inter- 
national Home _ Furnishings 
Market in Chicago, and the ac- 
cent is on “international” 


The Chicago Winter Markets 
were just closing when plans for 
a “threefold” International Home 
Furnishings Market—beginning 
June 20 in the Windy City—were 
revealed to weary appliance people. 


Threefold is the big word, since the 
event will combine the traditional 
Summer Markets at the Merchan- 
dise and Furniture Marts with a 
16-day International Trade Fair at 
Navy Pier. More than $50 million 
worth of domestic and imported 


“cc 


dising plan. It increases new product volume and adds income WW 
on reconditioned appliances. It’s a straightforward plan, too. No E 
gimmicks. So, it benefits customers, dealers, and the whole industry 


(another big word) merchandise 
will be shown at the three markets, 
said Thomas H. Coulter of the Chi- 
cago Assn. of Commerce. 

Chicago has had _ international 
fairs before. The 1959 fair—tied to 
a visit by Queen Elizabeth I— 
drew a half-million people and 
sold $30 million of merchandise. 

But this is the first time a fair 
has been linked to the Summer 
Markets. 

Both the Merchandise and Furni- 
ture Marts, as usual, will be closed 
to the public. The International 
Trade Fair will be limited to buyers 
for its first five days. After that 
Navy Pier will be open to anyone, 
and buyers will have to take their 
chances along with a daily throng 


to the selling tools Frigidaire gives him. Specifically: The Frigidaire True 


‘Frigidaire True Value keeps me in business" 


The Frigidaire True Value Trade-In Plan is a complete merchan- 
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Summer Markets: 3 for Price of | 


which often passes the 70,000 mark. 

To dissipate the summer heat 
which can turn the pier into a 
steam-bath, Coulter is promising a 
new cooling system. 


About 50 countries will show at the 
pier, including Japan which last 
year showed up with a flock of new 
appliances. It’s a safe bet the Japa- 
nese will be back this year with 
some new surprises, probably in 
the form of improved radios and, 
maybe, some higher-end house- 
wares as well. 

Also worth watching are Italy, 
which will show a line of traffics— 
espresso makers, shoe polishers, etc. 
—and Germany which has leased 
300 square meters of exhibit space. 


“yg E 
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Steve Farkas rarely misses the target. But it’s not all skill. A good gun is part of it. It’s the 
same with his successful appliance store, the Stellian Co., St. Paul. Steve gives a lot of credit 


Jalue Trade-In Plan. 


At times, the price hassle gets pretty rough. But I don’t 
have to. give away my margin. The True Value Trade-In Plan 
keeps my net prices competitive. It solves my trade-in problems— 
profitably. In short, True Value keeps me in business! And 


my original investment has grown 1400% in just 11 years.” 


FRIGIDAIRE 


PRODUCT OF GENERAL MOTORS 
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“TV Guide was the first weekly magazine to top 7,000,000 
—and they’re over by a quarter of a million” 








With circulation surging ahead, TV Gutpe’s 1959 guarantee climbed to 
7,250,000. Two new editions were added (Arkansas, Arizona-New Mexico), 
bringing the total to 53. Here, in the nation’s top circulation weekly, adver- 
tisers also find the most realistic regional flexibility, and the most efficient 
cost per thousand ($2.00) rate structure in the publishing field. 
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“When people like Pillsbury, General Mills, and General Foods 
move into TV Guide, I say we belong there too” 


Many new major advertisers marched onto the pages of TV Gutpe in 1959. 
Frequently they proved the magazine’s pulling power with keved offers. 
The long list of newcomers includes names like Johnson & Johnson, Rinso, 
General Electric, Jell-O, Chase and Sanborn, Baker’s Coconut, Campbell 
Soup Co., Nescafé, Swans Down, Pillsbury, Southern Comfort, Campana, 
Raytheon, Birds Eye, General Mills, Smith Brothers. Ronson Corp. Why 
don't | 


you join this fast-growing group of blue-chip TV Guipe advertisers: 





America’s best-selling weekly magazine...circulation guarantee 7,250,000 
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“Show me a magazine that can increase its advertising revenue 
46% in one year, and I’m interested” 


No magazine’s advertising revenue goes up almost half again in a year 
without good reason. TV Gurpe delivers results to its advertisers—that’s 
why it was able to rack up a 46% increase last year, the greatest percent 
gain of all weekly magazines. Advertising growth is a prime measure of 


advertising value, and TV Gurpe’s gains are proof of value received. 





“It’s not hard to explain their success—the need was there, 
and they did something about it” 


IV Gulpe is television’s authoritative voice. in color and yrint. With its 
accurate and detailed program information, skilled reporting, thoughtful 
editorial commentary, and roster of Important contributing writers, 
TV Gutpe fills a basic need for the millions of selective television viewers. 
As a result has become as much a part of the 

American living room as the TV set... and 

America’s best-selling weekly azine by 
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NEV 
PHILCO 


air wrap| 


Keeps all food fresh 65% better than = 
the average of 6 leading refrigerators | 
tested:..without wrapping or covering! f 




















. y J New [2ir ~xap]-greatest food preservation 
\; ( development i in refrigeration history- ends costly waste of food! 










a\ INDEPENDENT TESTS PROVE IT! NO MORE DUMPING FOOD (and money) into the 
w'’ am) No other refrigerator today keeps all garbage! Phileo “Air-Wrap” gives the homemaker 

way foods so fresh, so long! That’s be- 100% use of the food she buys... that’s why, in the long 
cause no other refrigerator has the run, it is one of the most economical refrigerators ever 
cold, moist, unmoving air you find inside the Philco built. Saves worry, too, over doubtful food. When she 
“Air-Wrap” section! This air ‘“‘wraps’’ foods to buys Philco’s new “Air-Wrap” Super Marketer, your 
guard them from drying and spoiling — without customer buys a tested advance that will give her big 
wrapping or covering! savings and peace of mind! 





“U.S. Testing Co. Test #59153, duly 15, 1959 


And only PHILCO dealers have it! 


FINEST REFRIGERATOR EVER MADE! 
LARGEST CAPACITY! IT’S GOT EVERYTHING! 


SMOOTH-BACK DESIGN — FITS FLUSH AGAINST WALL! NEW MAGNETIC GASKET— SEALS ALL 4 SIDES! 


FIRST — New, exciting “Air-Wrap’’! SIXTH — 28.5 sq. ft. of shelf area — all aluminum 


SECOND — The most completely frost free system on SEVENTH — the exclusive Visa-Crisper 
the market today (see right) f E 

EIGHTH — the exclusive Dairy Bar Door 
THIRD — one of the largest capacity refrigerators ever 
built — 17.6 cu. ft. that fits the space of a 16! NINTH — deluxe chrome freezer baskets 


FOURTH — the largest (6.7 cu. ft.) frost free freezer TENTH — the exclusive portable Ice Keeper 


» . y¢ rwhere! s 235 » 9 ‘ 
you can buy, anywhere! Holds 235 Ibs.! AND LAST — BUT NOT LEAST — that all-important 


FIFTH — stunning new styling, inside and out! 5-year Philco Warranty! 
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New PHILCO [@iz wrap] 

Keeps meat fresh 11 days 

Keeps vegetables fresh 14 days 

Keeps leftovers fresh 10 days | 
WITHOUT 

wrapping or covering! 
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EXCLUSIVE! PHILCO . 
FROST FREE OPERATION 
“THINKS FOR ITSELF” 

NO DOOR COUNTERS! NO HEATER COILS! 






































At last! A defrosting system that works only when there’s frost 
. works every time there’s frost . . . stops completely when 








the job’s all done. No false timing setups that defrost at awk- 
ward times or work when they’re not needed. So, of course, 
there’s no interference with proper freezing of foods .. . and 
that means never an ounce of food wasted! Only Philco’s defrost 
operation “thinks for itself’? to make both freezer and refrig- 
erator really free from frost! 


MART, CHICAGO (or at Your PHiLcO DisTRIBUTOR’S) 





STATIONS CONCOURSE 


TRAIN SHED 


provides Taylor with a 15,000-sq.-ft. display area. Crated mer- 
chandise in a setting like this creates air of urgency, implies bargains. 


houses store’s appliance display. Only change from days when trains 
arrived and departed from this location is the temporary second floor 
(which wooden posts support) built to house part of furniture stock. 


How would you like a $285,000 
store with 46,000 square feet and a 
dozen freight sidings at your back 
door? That’s the deal Fant Taylor 
got in New Orleans when... 


He Rente 


a Railroa 
Station 


By BILL MeGUIRE 


What Taylor needed was a single roof under 
which he could pull his retailing, receiving and 
warehousing operations together. For years, he’d 
been fighting the tough battle of decentraliza- 
tion; working out of half a dozen locations . 
one store and five warehouse facilities, scattered 
throughout the city. 

The six rents totaled an excessive figure. In- 
surance for occupancy in the wooden buildings 
was high. Beyond that, the dealer couldn’t keep 
a close watch on all his locations, and a fair 
chunk of his net was slipping out of the six 
back doors. 


What Taylor found was the cavernous, granite- 
columned Annunciation Street Station, owned 
jointly by the Texas and Pacific and the Mis- 
souri Pacific. Except for its yards which still 
handle freight overflow, the station was idled in 
1953 by construction of a consolidated terminal. 
Taylor took it on a five-year lease with a re- 
newal option. Now its vast concourse, its wait- 
ing rooms, train shed and mail and baggage 
rooms are packed with furniture, white goods 
and television sets. 


What Taylor likes about the place are its rela- 
tive economy, its size, its location, its uniqueness. 
His rent is 46% lower than the sum of the pre- 
vious six. He’s got display space for several 
hundred appliance and furniture items, and 
warehwuse enough to enable him to take full 
advantage of quantity buys. As for location, 
Taylor, a keen competitor, is contented: Within 
10 blocks are six of New Orleans’ major furni- 
ture houses. 


The station-store is off-beat enough to brighten 
the eyes of the most unorthodox merchant. Tay- 
lor has been quick to grasp the promotional 
handles it offers. He has left both exterior and 
interior practically unchanged. Occasionally, over 
an inside speaker system, he plays a stereo 
demonstration record of a train approaching, 
passing and clattering off into the distance. And 
on Saturdays when traffic is heavy, one of his 
18 employees dons red cap and white jacket, and 
hurries through the concourse carrying suitcases, 
pausing now and again to call trains. 





me AE om " 


gills gsilivastool 


naka 


— 


al 


Pd 


BAGGAGE Provide 8,000 sq. ft. of warehouse space. When Taylor moved, TRAIN “ow give Taylor all the sidings he needs. Freight cars can be 
ROOMS he was able to consolidate his stock from five storage locations 


. . spotted here, then unloaded with fork-lift trucks directly into 
PLATFORMS * ot es One 
with plenty of room to spare. storage areas within the unique terminal-store. 
I 


TICKET OFFICES house office help. Five 200,000-BTU overhead gas heaters take chil 


l off building; two five-ton central units air condition it in summer. 


Here’s How Hangovers From Depot Days Help Taylor Move His Goods 


TRAIN BOARD retains atmosphere, also doubles as bulletin board. PORTER is really a stock clerk who livens up busy sales periods by wandering 


through converted station calling trains. Recordings of railroad trains 
also heighten the effect. 
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OPEN A 
VITAL 
NEW AREA 
IN 
COMBINATION 
SELLING! 


.--Put still 


more power 
behind 


Easu 


COMBOMATIC, 


..the Washer/Dryer 
with confidence 
built in... 


ELECTRICAL MERCHANDISING WEEK 


Which Will Do 


Combination Washer/Dryer? 
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they’re identic 








FREES 
31” by 24” Size Blow-Up 


Of This ‘'Telling’’ Comparison Chart 
For Your Wall Or Window 


EASY is happy to provide these blow-ups to all interested appliance dealers . . . asa service 


to the industry. Simply fill in and return the attached postcard. 


Easy Laundry Appliances Division 
The Murray Corporation of America 
919 North Michigan Avenue 

Chicago 11, Illinois 


Gentlemen: 


Please send us your 31" by 24” blow-up of chart showing results of the United States Test- 
ing Company's Comparison Tests of Combinations and Separate Washer and Dryer Pairs. 


i 
FIRM NAME 


ADDRESS 





FREE! 
31” by 24” Size Blow-Up 


Of This ‘Telling’? Comparison Chart 
For Your Wall Or Window 


EASY is happy to provide these blow-ups to all interested appliance dealers . . . as a service 
to the industry. Simply fill in and return the attached postcard. 


BUSINESS REPLY MAIL 
Permit No, 51194, Chicago, Illinois 


EASY LAUNDRY APPLIANCES DIVISION 


The Murray Corporation of America 
919 North Michigan Avenue, Chicago 11, Illinois 


Att: Mr. Golding 
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Most For Women? 


Separate Washer and Dryer? 


TESTING COMPANY 


al in these wash and dry ways! 


THEY 


THE SAME 


‘6 Sears ; the amount 
yy In standard tests measur} “In standard tests measuring 


of d renee \ és x an 8 pound load, 
Lat was om wee clable dis proba re seclabie difference in 
ability,” Preciable difference in rinse- there was n 


drying efficiency.” 


MBINATIONS ARE 
FECTIVE IN THESE | 











N-SAVING WAYS 


SAVE MORE TIME PER LOAD! SAVE MORE STEPS PER LOAD! 


LOAD + UNLOAD SAVE STEPS 


LOAD + UNLOAD 








ELECTRICAL MERCHANDISING WEEK 


GENERAL ELECTRIC MAJOR APPLIANCES 
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No TV camera has ever seen anything like “The Fabulous 50’s,” a 2 hour 
television spectacular next SUNDAY, JANUARY 31, at 7:30 PM E.S.T., CBS 
Network. A Comedy— Music— Drama revue of an amazing and exciting 
decade. It’s the opening gun of the Golden Value Line of the 60’s! 
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AND TV PRESENTS... 







HE FABULOUS 50's” 


~~ | Sunday, January 31, at 7:30 PME.S.T. 











BS 


TELEVISION 
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Starring Julie Andrews—Betty Comden & Adolph Green—Henry Fonda—Jackie Gleason— Rex Harrison— Mike Nichols & Elaine May—Suzy Parker 


Progress /s Our Most Important Product 
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- WEBCOR’S GREAT NEW 
FONOGRAF PROMOTION 


FREE! Give Arthur Murray Dance Courses 
with Webcor Stereo Fonografs! 


WEBCOR ° —— WEBCOR 
CONSTELLATION ath 


16 half-hour private lessons 8 half-hour private lessons 


Give a°100 Arthur Murray Give a °50 Arthur Murray 
Dance Course with every Dance Course with every 1960 
1960 Webcor Stereo Webcor Stereo Automatic 
Console You Sell! Portable You Sell! 


—\ 

, ‘ Plus Arthur Murray’s new book 
Ws - ‘*How to Become a Good Dancer”’ 
< i) Free — with each course. 


Smashing full-page ads and a 2-page spread 
will carry the word to everyone in your area! 








LIFE You’ll hear from your Webcor distributor 
February 8 Sem ' ap . 
within the next few days, outlining this 

ESQUIRE March whole fabulous deal. We think it’s the 

March (spread sreatest fonograf promotion since the ad- 

~ CORONET Machisrreaa) greatest fonograf p , 
vent of recorded sound . . . we know you’ll 


4 SUNSET February think the same! 
ty 





te 


Promote and Sell the Line that Sells the Fastest... Sell Webcor! 
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NEW 


PRODUCTS 


FEATURES THIS WEEK 


Zenith Refrigerator-Freezers e¢ General Electric 
and Universal 1960 Electric Housewares e 23-in. 
TV and Transistor Radios by Sylvania; Sunbeam 
Mowers e Emerson Wondergram e Wright Coolers 


iii in 


ZENITH Refrigerator and Fre 





ee 











A complete line of refrigerators and 
refrigerator-freezer combinations is 
announced by MZA Industries for 
1960. 

Two-door combination models in- 
clude No. R-1660 (illustrated) a 16- 
cu.-ft. refrigerator-freezer combina- 
tion with a 10-cu.-ft. refrigerator sec- 
tion and a 6-cu.-ft. freezer compart- 
ment. 

Refrigerator section features arctic 
air cooling—a new method of keep- 
ing food fresh with forced cold air 
circulation; more uniform and faster 
cooling with just right humidity; full- 
view swing-out shelves permitting 
access to all items; finger-touch ad- 
justment for height; flexible storage; 
extra tall bottle space; 2 porcelain 
enameled crispers that hold 27 aqts.; 
deep door storage; Dairy Bar; 2 re- 
movable egg trays; full-width tall 
bottle shelf. 

The 6-cu.-ft. freezer section has 
“Zero Zone” freezer that holds 200 
Ibs., glideout basket, book shelf stor- 
age in door, 2 ice cube trays. Other 


ezer Line 


features include new magnetic doors, 
over ’n under pivot hinges, cool tint 
door interior, leveling guides, 3-in. 
hi-density felted glass fibre insula- 
tion, Tecumseh compressor. 
Two-door RF1460 Deluxe 14-cu.-ft. 
refrigerator-freezer combination has 
3.2-cu.-ft. freezer on top, holds 110 
lbs. food; 2 ice cube trays. Refriger- 
ator section has 10.6-cu.-ft. capacity, 
Magic-Matic defrosting, moist-cold 
refrigerator, specialized storage in 
door, anodized aluminum shelves, 
Dairy Bar, 2 removable egg trays, 
tall bottle area, 27-qt. crispers. 
Single-door “Super 12” has full- 
width freezer chest on top that stores 
up to 50 lbs., full-width chiller tray, 
handy bulk storage, flexible inte- 
rior, 14-qt. crisper, recessed door 
shelves, built-in Dairy Bar. Single 
door “Custom 10” features straight- 
line look, large full-width door that 
opens full 90 degs. on front mounted 
pivot hinges with flush fit on all 
sides, freezer with 37-lb. capacity, 
full-width chill tray that holds near- 
ly 14 lbs. of meat or other near frozen 
foods, moist cold 20-qt.-capacity 
crisper to condition green vegetables 
to garden fresh crispness, easily re- 
movable full-view glass cover, 2 
built-in egg trays, built-in Dairy Bar 
in door for butter, cheese and other 
dairy products, spacious bottle stor- 
age room for tall qt. bottles, %-gal. 
and gal. jugs, also bulk storage room 
for roaster and large melons, DuPont 
Dulux enamel finish, new safety 
door, over ’n under pivot hinges, 3- 
in. felted glass fiber insulation, auto- 
matic light, 1-piece molded interior, 
leveling guides, Tecumseh compres- 
sor. (Without crisper this model is 
R1060C.) MZA Industries, 25 Uni- 
versity Ave., S. E. Minneapolis, Minn. 





EMERSON Wondergram Transistor Phono 


Emerson announces a_ pocket-size 
portable transistor, “Wondergram” 
record player, which is completely 
transistorized and needs no _ turn- 





table. It plays all popular sized rec- 
ords selecting 33%, or 45 rpm speeds 
automatically; fits easily into the 
palm of your hand and weighs less 
than 2 lbs., including its standard 
flashlight batteries. 

Wondergram’s precision circuitry 
is designed for very low battery drain 
with optimum fidelity; its light 
weight tone arm with long-life dual 
sapphire styli and ceramic cartridge 
provides full size sound reproduction; 
it automatically turns itself on or off 
by means of a micro switch actuated 
by the pickup arm. 

Housed in an _ attractive case 
812x4%gx2-1/16 inches, it is available 
with gold top and a choice of con- 
trasting body colors. 

Price, $68. Emerson Radio & Phono 
Corp., Jersey City 2, N. J. 
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G-E SKILLET C-12 


GENERAL ELECTRIC New Electric Housewares 


Two new skillets, C-122 and C-112, a 
new automatic toaster, T-102. and a 
swivel-top cleaner, C-9, are an- 
nounced by General Electric. 

Skillets feature a “tip-toe” leg to 
facilitate pan broiling; a “tilt-top” lid 
to prevent spatter. Designed for use 
with G-E’s BP-1 removable thermo- 
static control, with suggested retail 
price of $7.95. 

“Tip-toe” leg snaps down from the 
skillet handle, tips skillet slightly to 
allow fat to drain away as soon as it 
collects, keeps fat off the food and 
makes basting easy. “Tilt-top” lid 





can be set on an angle into a slot in 
handle to prevent food spatter. Other 
features include a convenient cook- 
ing chart on handle; a hanging handle 
for on-the-wall storage; both models 
are completely immersible. 

The new automatic toaster, T-102, 
features an extra-high lifting mech- 
anism to make it easy to reach short 
pieces; has 9 toast settings from light 
to dark; a removable crumb tray and 
a chromeplated steel shell with cop- 
per-colored end plates. 

C-9, G-E’s new swivel-top cleaner 
is styled in horizon blue and slate 
gray. Features include ball bearing 
casters, full horsepower input motor; 
braided polythylene hose; on-off toe- 
switch; permanent cloth dust bag; and 
non-marring vinyl bumper. Comes 
equipped with double-action rug and 
floor tool, dusting brush, fabric 
nozzle and 2 chromeplated steel ex- 
tension wands; 3 disposable paper 
dust bags are packed with cleaner. 
Prices, skillets, C-122, $20.95; C-112, 
$18.95. Toaster T-102, $21.95; cleaner 
C-9, $49.95. General Electric Co., 
Housewares & Radio Receiver Div., 
Bridgeport, Conn. 





UNIVERSAL 1960 Electric Houseware Line 


To kick off their “Go Like ’60” deal- 
er promotion for 1960, Landers, Frary 
and Clark announces a new line of 
electric housewares for 1960 which 
includes a 10-cup Coffeematic, an 
8-cup immersible Coffeematic, a 
newly designed, top quality, steam ’n 
dry iron and 2 new-design toasters. 
The 10-cup chrome-on-solid-copper 
Coffeematic, with all the well known 
features, such as Flavor Selector, 
Heat Sentinel and non-drip spout, is 
included in this model, which for the 
first time is offered at a retail price 
of $19.95 for a limited time. 

The new 8-cup completely immers- 
ible Coffeematic combines the deluxe 
Coffeematic chrome-on-solid-copper 
construction with a new sealed-in 
heating unit which is water-proof. 
Universal’s top quality steam ’n dry 
iron features a handy temperature 
control located on the handle top, 
where it is easier to see and reach; 
a cord that is placed in the center 
of handle for right- or left-handed 
users. It also includes a large capacity 
water tank for extra-long steaming 
and a super-sensitive thermostat; al- 
so included is provision for instant 
switching from steam to dry ironing. 


ERSA 4 L ET ASTER 





UNIVERSAL IMMERSIBLE COFFEEMATIC 


The two newly designed toasters an- 
nounced are styled in black, gold and 
chrome, and feature color-controlled 
toasting that automatically adjusts to 
moisture content and thickness of 
bread to give the same “brownness” 
every time without changing the 
light-dark control; extra-high rise 
racks. 

Prices, Immersible Coffeematic, $19.95; 
steam iron, $17.95; 2-slice toaster, 
$16.95; 4-slice toaster, $24.95. Landers, 
Frary & Clark, New Britain, Conn. 


VERSA STEAM 
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The one thing 


we didn’t expect to happen 
in stereo hi-fi 


rankly, we aren’t surprised that Motorola 
has become the number one best seller in 
stereo hi-fi. From the time we introduced 
our 1960 model line, we expected our sys- 
tem’s superior sound to give Motorola sales leader- 
ship—and that’s exactly what’s happened. 


As you know, we called our system “3-channel 
stereo hi-fi’? because it has 3 channels of output. 
(Golden Audio Separator electronically separates 
and directs sound information into 3 separate ampli- 
fiers and 3 separate speaker systems. ) 


There’s nothing surprising or new about the engi- 
neering principle involved. It’s a proven superior 
system that’s long been known by engineers and 
audiophiles and used extensively in recording studios. 


Motorola didn’t invent it—although we are the 
first to bring it to the public in competitively priced 
home sets. Consumer ad tests showed that our ‘‘3- 
channel”’ description helped people to understand 
what we were driving at. But what really sold this 
Motorola advance was the fact that you are able to 
demonstrate its superiority and your customer is 
able to hear the difference. 


Now, because of the sales success of our system, 
some of our competitors are introducing “multiple 
channel”’ stereo. This doesn’t surprise us a bit. In 
this fast-moving industry we’re all so proud of, en- 
gineering ‘‘miracles” are everyday stuff. We fully 
expected all our competitors to go ‘3-channel’’ at 
least in the high end of their lines. 


Well, some did—but in name only. What our com- 
petition has introduced as “‘multi-channel’”’ systems 
has 2 amplifiers and uses the economies and short 
cuts of crossover networks which we’d expect to find 
only in the very lowest priced models. We expected 
to compete against authentic electronic separation 
systems, not confusing imitations. This is the one 
thing we didn’t expect to happen in stereo hi-fi. 


But there’s no confusion, once you hear the differ- 
ence. So to further strengthen your selling story on 
the floor, we’re shifting our advertising emphasis 
onto what brought us the lead in the first place: 
Motorola’s superior stereo sound and the heart of 
Motorola’s system—the Golden Audio Separator, the 
3 separate amplifiers, the 3 separate speaker systems 
—that produces genuine 3-channel output. 





One needle in a 
single record groove 
picks up 2 separate recordings 
(just like ordinary stereo) 
The 2 separate recordings 
are fed into the ingenious 
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THIS FAMOUS PADDLE DEMONSTRATOR 
proves the superiority of Motorola stereo sound—your 
customers can hear the difference. 

But a paddie demonstrator is only a handy way to 
exhibit the sound that’s in the set in the first place. 
Remember this and you won't be confused by copies 
of Motorola's famous paddle. 


~ GOLDEN AUDIO 
SEPARATOR F 
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THIS IS THE AUTHENTIC SYSTEM—Golden Audio Separator, 3 separate 
amplifiers, 3 separate speaker systems—that produces the finest stereo music ever. 


OSMOTOROLA 


AMERICA’S NO. 1 BEST SELLING STEREO HI-FI 


MOTOROLA'S CURRENT ADVERTISING 
pinpoints the difference between Motorola's authentic 
separation and confusing imitations. 
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SYLVANIA 23-in. TV Sets and Transistor Radios 


Five new 23-in. TV consoles, 3 fea- 
turing remote control systems, and 
4 transistor radios are announced. 

The remote control models include 
a lowboy, an upright console and a 
Sylouette-styled console. 

The Sylvania Magic Touch remote 
control unit, slightly larger than a 
king-size cigarette pack, turns the 
set on or off and changes the chan- 
nels. The wireless system is acti- 
vated by pressing a button on the 
control. It features a “favorite sta- 
tion selector” which can be set to 
tune in only the channels in operation 
in the viewer’s area. 

Deluxe Lowboy console, 23C27, has 
a 23-in. bonded shield, aluminized 
picture tube with Halo Light, 275- 
sq.-in. viewing area, top recessed 
tuning panel, 6-in. plus (front) 4-in. 


speakers, self-leveling floor glides; 
mahogany, blonde, oak or walnut. 
Remote control Deluxe console, 23C11, 
has all above features plus the Magic 
Touch remote tuning and a picture 
prompter, built-in 2-way swivel; ma- 
hogany or blonde oak. 

Remote control Deluxe Lowboy, 23- 
C28, has Magic Touch tuning; 8x4 
plus 4-in. speakers, speaker jack; 





SYLVANIA 5 TRANSISTOR PORTABLE SKYLARK 


in mahogany, blond oak or walnut. 
Remote Sylouette, 23522, has cascode 
tuner; 8x4-in., front speaker, sepa- 
rate tone control and picture promp- 
ter. 

Console model, 23C09, has 23-in. 
bonded shield aluminized picture 
tube, 277-sq.-in. viewable area, 6-in. 
plus (front) 4-in. speakers, top re- 
cessed tuning panel, tri-wheel casters; 
mahogany, blonde oak or walnut 
finish. 

Two of the transistor radios are pock- 
et portables, Keynoter, No. 4P14, a 
4-transistor model and Skylark, 5P16, 
a 5-transistor model. 

Keynoter has an impact-proof plastic 
cabinet in Flame red and white, or 
powder blue and royal; 3%-in. speak- 
er operated by 4 transistors and 2 
crystal diodes; battery-pack provides 
up to 500 hrs. listening. 

Skylark, impact-proof plastic cabi- 


NEW PRODUCTS e 25 





SYLVANIA 23-IN. TV WITH REMOTE CONTROL 


net comes in coral and antique white, 
fawn gray or turquoise and antique. 
Prices, No. 23C09, $249.95; No, 23C27, 
$279.95; remote models, open list. 
Transistor radios, $19.95 for Key- 
noter and $29.95 for Skylark. Syl- 
vania Home Electronics Corp., Ba- 
tavia, N. Y. 














WRIGHT Portable Cooler 
Activated charcoal filter purifies air 
as it cools; removes odor, pollen etc.; 
has no moving parts; works only 
when absorbing contaminants; re- 
placeable, purifier lasts about 1 sea- 
son and absorbs % its weight; self- 
contained, portable units require no 
installation or water connections. 
Wright Mfg. Co., Phoenix, Ariz. 





SUNBEAM Power Mowers 


Five new power mowers and a new 
oscillating lawn sprinkler are an- 
nounced by Sunbeam. The mowers 
come in 2 models powered by elec- 
tricity and 3 by gas. All come with 
5-year engineer or motor service and 
replacement guarantees; sprinkler has 
45 precision water settings to control 
area, direction and width of sprin- 
kling. 

Newly designed Sunbeam engines 
for gas mowers are 4-cycle with 5- 
year guarantee and are equipped with 
a new underdeck minute wash 
patented device which cleans mower 
“instantly.” An all-metal engine hous- 
ing is also new; gas rotary mowers 
have new _  instant-starter; easy-to- 
clean all-metal non-corrosive, rust- 
proof fuel tank; low-silhouette; auto 
motive-type forced feed lubrication 
system; easy-to-read oil gauge; fly- 
ball governor; metal throttle control; 
settings for starting, running, clock- 
ing and stopping engine. 

Oscillating sprinkler has “magic” 
control with 45 precision settings 
for positive control. Sunbeam Corp., 
5600 W. Roosevelt Rd., Chicago 50. 


SUNBEAM GAS ENGINE MOWER WITH 
JNDERDECK 


MINUTE WASH 
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AND PROSPECTS TO HAWAII BY JET IN 60 


$100,000.00 worth of prizes and promotion all 
for one purpose—to bring a flood of prospects 
into your store! Too much work? Too much 
worry? Not on your life! It’s all worked out for 
you, and it’s working right now. There’s a won- 
derful bonus for cooperating Gibson Dealers, 
too, and a special promotion to turn shoppers 


into buyers right now. 


Gibson’s big Consumer Sweepstakes is already 
rolling, and it’s rolling traffic into Gibson Deal- 
ers from coast to coast! It’s so easy for you to 
participate! Gibson provides all the display and 
promotional material you need... handling and 
winner-selection by the world’s largest contest 
handlers... and, best of all, the most appealing 
prizes ever—jet vacation trips to Hawaii for the 


lucky winners! 


Gibson gives you action day after day, month 
after month, year after year. And that’s why 
Dealers’ Gibson sales gains are running more 
than 400% ahead of the entire appliance indus- 
try! Every day you stay out of the fast-moving 
Gibson program costs you action, costs you sales, 
costs you profit. Why wait another day? Get 


going with Gibson now! 


WANT 10 werd FOR Hawn &Y yeT iN 605 


get going...get 
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Gibson Refrigerator Division of HUPP Cor 
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...SO much news...so much worth a celebration! West- 


inghouse launches a powerful, new 3-point program 


for 1960. Its one and only purpose: to help you sell 


more portable appliances...at more profitable prices. 





...Combining the impact of: 


© OO NEW NEEDED PRODUCTS 900 NEW 
MARKET-WISE LOCAL PROMOTIONS 000 NEW 
TRAFFIC BUILDING MERCHANDISING IDEAS... 


Meanwhile, turn the page—read more about the wonderful 


Westinghouse gives you a whole PROGRAM OF INNO- 
VATIONS IN PORTABLE APPLIANCES ...a continuous 


series of great new sales tools throughout the year! 


...To properly implement this 1960 program, West- 
inghouse creates a new Portable Appliance Division. 
Dick Sargent heads the retail-oriented team that can 


help stimulate new appliance sales for you. 


\ \ CS ti ngh OUSC INNOVATIONS in Portable Appliances 





28 
HOW’S BUSINESS? Here’s the answer for 27 key markets which 


ELECTRICAL MERCHANDISING WEEK 


cover 18% of the U.S. buying public. Based on flash reports of dealer 
sales in the areas served by these utilities, the chart provides you with 
an authentic, timely index of retail sales. It’s an ELECTRICAL MER- 
CHANDISING WEEK exclusive. 


November 1959 vs November |958—00 


Eleven.Months 1959 vs Eleven Months !958—00 
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Freezers Ranges 


Room Air 
Condi- 
tioners 


Dish- 


washers 


Clothes 
Dryers 


= 
< 





United Illuminating Co. 

N. Y. State Electric & Gas Corp. 
Jersey Central Power & Light Co. 
New Jersey Power & Light Co. 
Philadelphia Electric Assn. 
Pennsylvania Electric Co. 

West Penn Power Co. 
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Dayton Power & Light Co. 
Commonwealth Edison Co. 
Kansas Gas & Electric Co. 
Kansas Power & Light Co. 
Nebraska-Iowa Electric Council 
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Kentucky Utilities Co. 

Chattanooga Electric Power Bd. 

Nashville Electric Service ** 
Florida Power & Light Co. 
Florida Power Corp. 


Tampa Electric Co. 
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Dallas Power & Light Co. 

Gulf States Utilities Co. 

El Paso Electric Co. 
Southwestern Electric Power Co. 
New Orleans Public Service, Inc. 


IN THE WEST 
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Idaho Power Co. 

Pacific Gas & Electric Co. 

Pacific Power & Light Co. 
Washington Water Power Co.** 
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Nov. 1959 vs. Nov. 1958 
11 Mos. 1959 vs. 11 Mos. 1958 


NOT AVAILABLE 
NO CHANGE 
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NOVEMBER FIGURES UNAVAILABLE. OCTOBER FIGURES BEING USED ARE NOT CONSIDERED IN NATIONAL AVERAGE 





Steel Center Dealers Still Smart from Strike Effects on Customers 


When EM Week spotchecked deal- 
ers in the steel cities of Gary, Ham- 
mond and East Chicago two months 
ago (the Taft-Hartley steel strike 
injunction had just been issued) 
most were singing songs of gloom. 
Last week, the same tune was heard 
from appliance-TV dealers: 


“No appreciable sales increase,” said 
M. J. Dreyfus, Gary. “Partly be- 
cause it’s just that time of year but 
mainly because no one has any 
money. Maybe it’ll get better by the 
end of the month.” 


“We're still feeling the effects of the 
strike,” said a spokesman at Leo 
Berman Furniture and Appliances, 
East Chicago. “And to be honest, 
we're going to feel them for another 
two years.” 

“We're all kind of happy,” com- 
mented a Hammond dealer. (Many 
of the steel workers who live in 
Hammond are better-paid super- 
visors.) “Everything was bad in De- 
cember but now we’re ahead of last 
year. We can’t sell the high end, but 
generally, selling is easier.” 


Customers were buying at Sears in 
Gary. The store’s “Annual 200 Car- 
load Sale” was moving refrigerators 
and freezers right along. TV sales 
were at least as good as last year. 
But if Sears was happy, other Gary 
Dealers weren’t. 


“Nothing, just nothing is moving 
well,” moaned M. H. Feinberg of 
City Furniture. “We are 5, maybe 
10% behind last year. And what we 
are selling is all at the low end. Our 
people haven’t recovered; they’re 
still catching up on old bills.” 
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bility for errors or omissions. 
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Never DefTOLEC oon. « sscseccs cor 


Maker — first ever to stay as fresh as the coffee it brews! Westinghouse substitutes imagination 





for gimmickry — adds a cupful of common sense — and comes up with a product no housewife 
can resist, because it meets her needs so well. We will back the coffee maker with powerful 
national advertising, of course, but the strongest sales appeal is in the product itself. That’s because 
it’s from Westinghouse—and just one of a great series of INNOVATIONS in products, promotions, 


and merchandising ideas coming for you. 


Turn the page...read more about the wonderful 


Westin ghouse INNOVATIONS in Portable Appliances 
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ORDER NOW 
FOR EXTRA 
PROFITS ON 
WESTINGHOUSE 
DEHUMIDIFIERS 


Westinghouse 


DEHUMIDIFIER 








AMERICA'S FASTEST-GROWING NEW APPLIANCE. 


Order now and take advantage of special pre-season offer on smart new 
1960 Westinghouse Dehumidifiers. Get our colorful Demonstration 
. and other 


Center with moving baby display . . . promotional helps . . 


money-making features. 


Full-color lithographed display helps your customers sell themselves 
—explains Westinghouse performance superiority—makes customers 
want to buy a Westinghouse Dehumidifier. Sturdy wrought iron display 
stand holds two dehumidifiers at eye level. 


With competition still light, you can get real big-ticket profits—4 times 
more per square foot of floor space than from the average 
And there’s no installation . . 


“major.” 


. no trade-ins . . . no service . . . no returns 
. . plus liberal 5-year guarantee plan. Don’t miss this profit-making op- 


portunity . . . call your Westinghouse Distributor right away for details! 


WESTINGHOUSE: No. 7 in Dehumidifier Sales 
you CAN BE SURE...1F ITS \ \ esti nghou Se 


Dehumidifier Dept., Columbus, Ohio 





ELECTRICAL MERCHANDISING WEEK 


A Quick Check of BUSINESS TRENDS 


FACTORY SALES 
appliance-radio- TV index( 1947-49 = 100) 
RETAIL SALES 

total ($ billions) 
APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT-+--+ 

owed to appliance-radio-TV dealers 
($ millions) 

FAILURES 

of appliance-radio-TV dealers 
HOUSING STARTS 
(thousands) 

AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 
($ millions) 

DISPOSABLE INCOME 

annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


LIVING COSTS 
index (1947-49 = 100) 


EMPLOYMENT 
(thousands) 


LATEST 
MONTH 


200 


17.8 


16 
82.3 
176,245** 


18.9++ 


335.1+- 


21.9+ 


125.6 


65,699 





Preceding 
MONTH 


204 


286 


30 
92.3 
163,249** 


18.8+- 


335.3+- 


24.14+- 


125.5 


65,640 





YEAR 
AGO 


170 
16.9 
315 


290 


23 

91.2 
135,953** 

17.6+ 


320.4-++ 


26.0-H 


123.9 


63,973 








THE YEAR 
SO FAR 


25.6% up 


(10 mos. 1959) 
8.6% up, 
(11 mos. yy 

10.5% u 
(11 mos. 1959) 


No % change 
(Nov. 1959 
vs. Nov. 1958*) 


14.6% less 
(12 mos. 1959) 


13.0% up 
(12 mos. 1959) 


29.6% up 


7.3% up 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


4.6% up* 
(3rd qti. 1959 
vs. 3rd qtr. 1958) 


15.8% less* 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


1.4% up 
(Nov 1959 
vs. Nov. 1958) 


2.6% up 
(Dec. 1959 
vs. Dec. 1958) 





*new index used 


**figures are for the week ending January 16, 1960 and preceding week (revised). 


+figures are for quarters. 
++Federal Reserve Bulletin figures (revised). 





A Quick Check of INDUSTRY TRENDS 


. An up-to-the-minute tabulation of estimated industry ship- 
ments of 15 key products. New figures this week are shown in 


bold-face type. 


DISHWASHERS 
DRYERS, Clothes, Electric 
FOOD WASTE DISPOSERS 


FREEZERS 





INCINERATORS 


RADIOS, Home-Portable-Clock 
(production) 


RADIOS, Automobile (production). 





TELEVISION (production)... 
REFRIGERATORS _ 
RANGES, Electric—Standard___. 

Built-in .| 


VACUUM CLEANERS 


| WASHERS, Automatic & Semi-Auto 


Wringer & Spinner 
WASHER-DRYER COMBINATIONS: 
WATER HEATERS, Electric (Storage) 


WATER HEATERS, Gas (Storage) 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


1959 
(Units) 

65,000 
510,600 


98,786 
818,663 


58,261 
428,479 


65,000 
699,300 


64,900 
1,142,200 


3,700 
41,900 


1958 % 
(Units) 
59,400 
369,200 
98,972 
722,796 
43,527 
330,732 
59,400 
548, 700 
91,300 
1,035,300 
4,600 
45,300 


Change 


+45.48 
+38.30 


+13 
434 
+30 


+ 9.43 
+27.45 


— 28.92 
+ 10.33 


— 19.57 
— 751 


Week Dec. 19 
50 Weeks 


Week Dec. 19 
50 Weeks 


| Week Dec. 19 


50 Weeks 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


242,435 
9,790,546 


154,940 
5,329,222 


142,056 
6,166,782 


265,900 
502,400 


854,000 


71,500 
685,300 





290,130 | 


| 3,127,012 
| 243,248 


| 2.718.735 | 
69,548 | 
850,405 | 
16,482 | 
181,834 | 


29,100 
716,300 


192,600 | 


2,756,400 


72,500 | 


194,502 
7,719,088 


124,976 
3,505,079 


110,021 
4,781,536 
245,500 
| 2,829,800 
73,600 
725,800 


55,900 
484,700 


293,609 
2,978,082 





17,725 


65,100 


754,900 | 


197,100 
2,466,100 





259,335 | 
2,512,989 | 


73,700 | 
828,840 | 


146,713 | 


+24.6 
+ 26.8 


+ 23.9 
+52.0 


+23.1 
+ 28.9 


+ 8.31 
+ 23.77 
— 1.49 
+ 17.66 


+ 28.83 
+41.39 


— 1.18 
+ 5.00 


oe 


4. 


424 


— §5.30 
— 5.11 
— 2.28 
+11.18 





*revised 


Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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© Never before................ 


planned to drive business into your store—at your regular prices...without any paper work, or 





mailing. It’s about as ingenious as you can get—short of creating the Spoutless Coffee Maker. A 
sweetheart of a promotion, backed by 4-color double page spread in February McCall’s, Ladies’ 
Home Journal, and by commercials on the Westinghouse Desilu Playhouse, January 22, and bya 
million certificates in Softasilk cartons. Don’t miss the lead-off in a whole series of INNOVATIONS 
in promotions, products, and merchandising from Westinghouse. See your distributor for details 
and free tie-in displays! 

Turn the page... read more about the wonderful 


\ \ estin gh OUSC INNOVATIONS in Portable Appliances 
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TAKING STOCK A quick look at the way in which 


the stocks of 50 key firms within the industry behaved 
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OCT NOV NOV NOV NOV NOV DEC DEC DEC DEC JAN JAN JAN JAN FEB FEB FEB FEB MAR MAR MAR MAR MAR APR 
S22 0eanweruagwetsse SBtrtrserzeis’eza s 


STOCKS AND DIVIDENDS 1960 
IN DOLLARS HIGH 


NEW YORK EXCHANGE 
Admiral 29% 21% 20% — 14% 
American Motors 2.40a 96% 87% 87% - 
Arvin Ind. 1B 36% 26% 26% 
Borg Warner 2 48% 46 45% 
Carrier 1.60 48% 40% 40% 
Chrysler 1 72% 66% 63% 
Decca Records 1 21% 17% 18% 
Emerson Elec. 1.80B 80% 76% 77 
Emerson Radio .50F 26% 16% 16% 
Fedders 1 22% 19% 19% 
General Dy. 2 66% 52% 
General Elec. 2 99% 94% 
General Motors 2 58% 53 
General Tele. 2.20 85% 82% 
Hoffman Elec. .60 37 : 26% 
Hupp CP. 3%F 12% 12% 


CLOSE 
JAN. 11 


CLOSE NET 
JAN. 18 | CHANGE 














ELECTRICAL MERCHANDISING WEEK 


during the past week. This unique summary is another 
exclusive service for readers of EM WEEK. 


STOCKS AND DIVIDENDS 
IN DOLLARS 


NEW YORK EXCHANGE—CONTINUED 
Magnavox 1 40% , — 1% 
Maytag 2A 43%, 2% 
McGraw-Edison 1.40 48% ‘ % 
Minn. Mining & Mfg. 1.60 182 - &% 
Montgomery Ward 2 53% , 1 
Monarch 1.20 24 Vp 
Motor Wheel .60 22 1% 
Motorola 1% + 5% 
Murray CP _ 
Philco 4G 32 1% 
R.C.A. 1B Y 
Raytheon 3F 49 - 1% 
Rheem .30G 5 lf 
Ronson .60 3 _ 
Roper GD 4 . ¥%, 
Schick 4 “% 
Smith A.O. 1.60A - 1% 
Sunbeam 1.40A 
Welbilt .10G 
Westinghouse 2.40 
Whirlpool 1.40 
White Sewing 
Zenith 1.60 


AMERICAN EXCHANGE 
Casco Pd. .30G 
Century Elec. % 9% 
Du Mont Lab. 6 8 

Herold Rad. 72 7% 
lronite .20 8 7% 
Lamb. Ind. 4% 5Y 
Muntz TV 5% 5% 
Silex 82 8 
MIDWEST EXCHANGE 
Knapp Monarch - 4% 4%, Ve 
Trav-ler Radio - - 10% 9% - &% 
Webcor : - 12% 12% We 


1960 NET 
HIGH CHANGE 

















A—Also extra or extras. B—Annua! rate plus stock dividend. D—Declared or paid in 1959 plus stock 
dividend. E—Paid last year. F—Payable in stock during 1959, estimated cash value on ex-divicend 
or ex-distribution date. G—Declared or paid so far this year. T—Payable in stock during 1958, esti- 
mated cash value on ex-dividend or ex-distribution date 


ANALYSIS: Of the 50 key firms 


charted above, 35 failed to show a gain 





line with the overall market which was 
down on all but 2 days of the new year’s 


over the week’s trading. This was in trading. Average is down 2 point. 





NAL AY USE 


FSP replacement parts for 
RCA WHIRLPOOL appliances 
manufactured to original 
factory specifications. 
Result: better service for 
your customers... greater 
profits for you! 


FREE! 


Revealing booklet on replacement 
parts quality. To get your copy write 
Service Department A, Whirlpool 
Corporation, St. Joseph, Michigan. 


Factory Specification Parts for 


Re) Whirlpool HOME APPLIANCES 


meet the toughest specifications in the industry 


Service Division, WHIRLPOOL CORPORATION, 
St. Joseph, Michigan 


Use of trademorks fe ond RCA authorized by trademork owner Rodio Corporation of America 
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NNO VC DLO A voce csc sersees 


top department stores coast to coast, the Westinghouse “biggest gingerbread man in town” pro- 


motion drew Christmas crowds to the Portable Appliance department. Countless thousands 
attended Westinghouse “Cookie Clinics,” and Westinghouse Portable Appliances sold like hot 
cakes. The gingerbread man is history—but there’s more fresh thinking where he came from! 
He’s just one of a whole series of Westinghouse INNOVATIONS in merchandising, promotions, 


and products. 


‘‘Gingerbread promotion has been one of Burdine’s “Once again this year the Gingerbread Man promotion “‘We are very pleased with the Westinghouse Ginger- 
greatest events in attracting attention, traffic and sales resulted in increased sales for Westinghouse and the bread Man promotion and the resulting increase in 
volume.” entire department.” store traffic.” 


BURDINE’S, MIAMI JOSEPH HORNE COMPANY, PITTSBURGH CARSON, PIRIE, SCOTT & CO., CHICAGO 


Be sure to watch for more news of 


Westin ghouse INNOVATIONS in Portable Appliances 
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WITH THE NEW RCA WHIRLPOOL YOU CAN 


SELL AIR CONDITIONERS 
WHEN ITS COLD 


...exclusive “buy now — pay July 1”* plan makes 
profitable, pre-season selling in volume a reality! 


More cooling 
power at lower 
operating cost 


‘“‘Staggered’’ coils, 
located at the air in- 
take, expose incoming It really works! Here’s a plan with a triple incentive for your prospects to buy an 
air to more cooling See “& RCA WHIRLPOOL air conditioner now, even though it’s cold! With this plan you tell prospects 
area. . . permit freer “< how they can have cleaner, fresher ‘‘indoor air’ NOW ... then, how they will enjoy cool, 
srs a wsleagii a comfortable living next summer... and, to clinch the sale, you tell them there are no 
delivers greater BTU ff payments until July 1, 1960! Profit-minded dealers are cashing in on this unique plan plus 
output per watt input all these other advantages in RCA WHIRLPOOL air conditioners . . . “whisper’’ quiet opera- 
. more cooling at “a tion... chemically-treated Fram filter ...low, thin, space-saving design... new effic- 
less cost! es ciency in humidity control... fast exhaust of stale, smoky air... and easy installation, 
There’s a complete line of models including reverse cycle and plug-in units. Yes, again in 

1960 RCA WHIRLPOOL dealers have more to tell, more to sell. 


*Available to dealers meeting ABCC requirements. Ask your RCA WHIRLPOOL distributor. 


ee ae aes Feat : 
ae eres 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 


trademarks @g) and RCA authorized by trademark owner Radio Corporation of America 









































